Semantic ambiguity and the process of generating meaning from print.
An ambiguity disadvantage (slower responses for ambiguous words, e.g., bank, than for unambiguous words) has been reported in semantic tasks (L. R. Gottlob, S. D. Goldinger, G. O. Stone, & G. C. Van Orden, 1999; Y. Hino, S. J. Lupker, & P. M. Pexman, 2002; C. D. Piercey & S. Joordens, 2000) and has been attributed to the meaning activation process. The authors tested an alternative explanation; The ambiguity disadvantage arises from the decision-making process in semantic tasks. The authors examined effects of ambiguity on unrelated trials in a relatedness decision task, because these trials are free from response competition created by ambiguous words on related trials. Results showed no ambiguity effect on unrelated trials (Experiments 2, 3c, and 5c) and an ambiguity disadvantage on related trials (Experiments 3a, 3b, 5a, and 5b).